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Abstract





	Warehouse One focuses on a female-owned and operated business with its offices in an inner city location in Kansas City, Missouri. Founder and CEO, Mary Lou Jacoby, is dissatisfied with the company's growth rate. She has a current opportunity to develop the forklift market in the US and in a partnership with a Mexican firm.   Longer-term she confronts the challenge of molding her company to meet the challenges of the evolving market place.  Among the issues are the firm's increasing need for employees with engineering and computer skills talents not frequently found among the inner-city employees she currently hires.





	Founded in 1986 after Mary Lou's divorce, Warehouse One has four product lines:  material handling equipment sales and services (56% of sales), fork lifts (???), office furniture (18% of sales), and architectural salvage/art items.  The material handling equipment line forms the core of the business. The initial activities that led to the development of the Warehouse One concept involved Mary Lou's visiting various commercial auctions on behalf of specific business clients with specified needs.  Ultimately she bought two warehouses of miscellaneous items.  The second, a Macy's warehouse, contained a significant amount of racking, shelving, and other warehouse equipment.  That purchase led to the current focus on materials handling equipment.





	Although primarily a midwest firm, Warehouse One clearly has aspirations to spread more widely geographically.  In particular Mary Lou recently developed a relationship with the CEO and owner of Recursors Materiales Ingerieria, a Guadelupian firm similar to Warehouse One.  The Recurosors Materiales CEO and owner is a dealer for the now-defunct Clark line of forklifts.  He is interested in Warehouse One's used forklift line. Mary Lou sees significant labor cost advantages in refurbishing the used trucks in Mexico and potentially high sales per unit prices for sale or rental of units in Mexico.





	Warehouse One's employees work in the company office or warehouse.  The characteristics of the two sets of employees are different as are the physical circumstances under which they work.  The differences lead to occasional friction.  The warehouse employees are drawn primarily from the neighborhood and are primarily Hispanic.  Many are in their first permanent US jobs and some do not speak English or do not speak it fluently.  Office personnel have primarily come to the company with experience in other jobs and some have college education or degrees.  Many come from the broader Kansas City metro area.





	Mary Lou sees customers calling for more and more sophisticated materials handling systems.  Fork lifts alone require a level of mechanical, electrical, and hydraulics knowledge not currently possessed by many of the employees.  As the firm evolves, she forsees increasing  need for a more sophisticated work force.  She is concerned that the inner-city talent pool from which she has previously drawn may not be able to provide the skills her firm will need.


____________________


* Contact Person: Marilyn L. Taylor, Gottlieb/Missouri Chair of Strategic Management, 


Initiative for a Competitive Inner City – KC:  Director of Research and Coordinator, Regional Business School Network, Bloch School of Business and Public Administration


University of Missouri at Kansas City, 5110 Cherry, Kansas City, MO  64110  Ph.  816-235-5774  FAX  816-235-2206  e-mail: taylorm@umkc.edu
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Contact Person: J. Donald Weinrauch, Department of Economics, Finance and Marketing, Tennessee Technological University, Cookeville, TN 38505


Email: dweinrauch@tntech.edu


Voice: 931-372-3292; FAX: 931-372-2464





















































UNITED LEISURE, INC.





J. Donald Weinrauch, Tennessee Technological University


Clint Hardison, Eurofar, USA


Walt Greene, University of Texas Pan American





Case Objectives and Use


This case illustrates the subtle complexities of forming a strategic alliance between two businesses that are trying to enter foreign markets.  Frequently, firms –especially small businesses— are reactive instead of proactive in developing a marketing partnership.   The students are encouraged to identify and evaluate the salient issues in forming an alliance. The overall learning lesson is to demonstrate the importance of doing due diligence. 





The case was prepared for undergraduate courses in international business and entrepreneurship.  Students will learn the challenges of formulating alliances. They will also appreciate some of the constraints of dealing with a foreign partner who has limited resources.  The case could also be used for a marketing strategy course.





The instructor could use the case to discuss the many variables that should be considered and analyzed when selecting a foreign marketing partner. Moreover, the teacher could easily have students role-play by having some represent Erik while others represent United Leisure.  These students could even be asked to be creative by building on the characteristics of each firm and how it might impact the marriage.  The students will appreciate what actually happened and how the two parties suffered – especially Erik. The case has been classroom tested. Discussion with concluding remarks on lessons learned can be covered between 50 to 60 minutes. 





Case Synopsis


David Houston, President of United Leisure, Inc. who was a wood furniture manufacturer, was in the process of making a hasty decision in forming a strategic alliance.  Erik, a German hammock manufacturer, has expressed tremendous interest in marketing United Leisure’s products in Europe.  Alternatively, United would market Erik’s products in the United States.  The two firms met at a trade show in England and agreed in principle to form this strategic alliance.





Company officials from Erik were arriving within a week to begin negotiations and sign a formal agreement. Mr. Houston was beginning to have doubts and wonder if he reacted too quickly to the strong pitch from Erik.  Interestingly, a marketing agreement was consummated between the two parties. However, little due diligence resulted from the negotiations and the relationship eventually ended with much wasted time and costs. 


____________________


Contact Person: J. Donald Weinrauch, Tennessee Technological University


Mail: Department of Economics, Finance, and Marketing, Cookeville, TN 38501


Voice (931)372-3292; FAX (931)372-2464; E-mail: dweinrauch@tntech.edu. 


�
Azalea Seafood and Gumbo Shoppe





John E. Gamble, University of South Alabama








Case Objectives and Use





The case is intended for use in undergraduate- or graduate-level strategic management courses and will work well at most any point in your business strategy module.  I think it is best to defer assigning this case until you have covered industry analysis, company situation analysis, and competitive strategy concepts since students will be required to analyze the value added seafood industry, Azalea’s competitive situation, and wrestle with what strategic approach should be taken to improve the company's financial performance.  The case provides ample information to assess the fit between the company's market opportunities and its resource strengths and also has enough financial data that students can do a great deal of number crunching.





Case Synopsis





On a late-May 2001 evening, Azalea Seafood and Gumbo Shoppe owners, Mike Rathle and John Addison, had an opportunity to discuss the future of their business while they prepared more than 1,200 pounds of shrimp and crawfish for a Mobile, Alabama block party.  Azalea Seafood and Gumbo Shoppe frequently catered special events, but more importantly they were among the largest producers of ready-to-eat gumbo with annual revenues in 2000 of more than $1 million.  In 2001 their products could be found in approximately 1,000 supermarkets and were served in about 300 restaurants in the southeast United States.  John reflected briefly on the company’s success and brought up some points for consideration as the two men would soon begin their second decade as partners.





I think that we need to consider where we are headed and what our long-term objectives are.  Are we satisfied with $1 million a year in sales or do we want annual sales of $2 million? $5 million?  $10 million?  If we want greater sales, how will we achieve our growth?  Should more of our sales come from supermarkets or food service?  Do we need a new location?  Can we improve our packaging?  Are our prices too low?  Also, should we expand our product line to different sized packages or other items?





Mike agreed that John’s questions would have to be answered soon and suggested that the 10th anniversary of the partnership underscored the importance of thinking strategically about the future direction of the company.  





Contact Person:  John E. Gamble, University of South Alabama, Mobile, AL  36688


Mail:  Department of Management, Mobile, AL  36688


Voice (334)460-7133; FAX (334)460-6734; e-mail: jgamble@usamail.usouthal.edu
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REPLACEMENTS, LTD.





Isaiah O. Ugboro, Betty L. Brewer, and Chi Anyansi-Archibong


North Carolina A&T State University








Case Objective and Use





This case examines the development of and complexities associated with a highly successful entrepreneurial organization.  It is designed to encourage students to consider fundamental business issues as a small company evolves into an industry-dominate position.   The case is appropriate for both graduate and undergraduate courses in Small Business or Strategic Management.  It is also suitable for small business seminars and corporate management training programs. Management, Marketing, Marketing Distribution, and Inventory Management are courses in which this case could be used effectively.











Case Synopsis





 “Replacements, Ltd.” discusses the development and growth of a one-man business into a $75 million corporation with a unique position in its industry.   As the world’s largest retailer of discontinued tableware, including china, glassware, and silverware, Replacements dominates an industry made up largely of flea market stalls and small antique stores.  It is about 70 times larger than its next closest competitor.  The company has more than 600 employees and an inventory of more 6 million items.   The business is labor-intensive and inventory-intensive and costs for each area were rising.  These two factors are items of major concern to Bob Page, CEO, founder, and sole owner.  He is also concerned about the need to move the company away from its dependence on himself and on its entrepreneurial mode of operation as the company continues to grow


In 1981, Bob Page incorporated the business and moved operations from his home to a rented building.  Rapid growth and lack of space led him to purchase and subsequently expand a building in Greensboro, North Carolina.  Over the past 20 years, the business had relocated three times, moving to progressively larger facilities.  By 2000, the firm again was in need of additional space to house personnel and inventory.


Although almost 20 years old, the firm continued to operate without a formal strategic plan or annual pro forma financial statements.  Replacements’ information system did enable management to monitor selected current marketing, accounting, and human resources data on a daily or weekly basis. Bob Page was aware that the company’s size and continued growth would require changes in both corporate management and specific operational area management.  Areas of particular concern were inventory management and human resources, each of which was growing faster than sales and generating increasing pressure on profitability.





Contact Person:  Isaiah Ugboro, School of Business and Economics, North Carolina A&T State University, Department of Business Administration, Greensboro, NC 27411.  (336) 334-7656.  Email:  ugboroi@ncat.edu.  	 





�
HISTORYTREK: A START-UP EDUCATIONAL GAME COMPANY


Kirk C. Heriot, North Georgia College & State University





Case Objectives and Use 





This case describes the efforts by James Connor, an associate professor of business administration, to develop an educational game that specializes in Georgia History.    This case demonstrates the variety of issues that must be addressed when trying to develop an idea into a commercially viable opportunity. The student is encouraged to develop and evaluate the proposed computerized history game.  The student needs to determine if the idea can be successfully marketed.





The teaching note was written for undergraduate courses in Entrepreneurship and Small Business Management, and is expected to be useful early in the course to illustrate issues related to idea development and innovation of an idea. It may also be useful in courses in a Strategic Management course, particularly if the instructor uses cases about small firms or entrepreneurship.


  


Case Synopsis 





This case describes the efforts by James Connor, an associate professor of business administration, to develop an educational game that specializes in Georgia History.  The case briefly describes the thought process Dr. Connor went through before seeking the help of a Small Business Institute ( program at a local college. The major emphasis in the case is the concept that has been developed by Dr. Connor.  The case provides detailed information about the external environment including the market for educational games.  In addition, it provides detailed descriptions of Dr. Connor’s proposed game. While students may not be familiar with educational games, they are most likely familiar with many of the recent trends in computer software games. Important in his consideration is just how to control all of the resources that are necessary to make this idea a commercial success. 


_____________________________________ 


Contact Person: Kirk C. Heriot, North Georgia College & State University, Dahlonega, GA  30597. 


Mail: 124 Newton Oakes Center, Department of Business Administration, Dahlonega, GA  30597


Voice (706)-867-2723; FAX (706)-864-1607; e-mail: kcheriot@ngcsu.edu











�
THE FLEET SHEET





Marlene Mints Reed, Samford University


Rochelle Reed Brunson, Alvin Community College








Case Objectives and Use





This case was developed to illustrate the problems that occur when a business becomes more successful than the founder anticipated and decisions must be made about its possible reorganization for the future.  It also illustrates the opportunities presented to American entrepreneurs in some of the former Soviet Union countries.  The primary objectives of the case are to acquaint students with the difficulties of starting  new venture in a former Soviet Union country although a market need exists; to explore the intricacies of using discount pricing among various market segments to increase the profitability of  product; to analyze the difficulties of fending off competition in a profitable industry; to speculate on the pitfalls in the company’s industry in the future; and to analyze the possibilities of restructuring a company that has become more successful than was originally anticipated.





The case was written from interviews one of the authors conducted with the owner of the company at his office in Prague, Czech Republic.  The case was intended for use in courses in entrepreneurship and international business.  It would work well at either the undergraduate or graduate level.








Case Synopsis





This case describes the start-up and success of an English language publication that summarizes political and economic news for international companies operating in the Czech Republic.  The news summary was relayed primarily by a 1-page fax which was distributed at 8:00 A.M. each weekday morning.  However, a 1-page E-mail was later distributed as a marketing tool to potential customers of the paper.  The major issues in the case are related to the problems associated with the rapid success of a new business; questions about reorganization of the company for the future; and finally issues regarding the format of the product.





Contact Person:  Marlene Mints Reed, Samford University, Birmingham, AL  35229.


Telephone:  (205) 726-2542.  Fax:  (205) 726-2464.  E-Mail:  mmreed@samford.edu





�
Shapiro Packaging





Ram Subramanian, Grand Valley State University





Case Objectives





This is a case involving organizational restructuring/organizational change issues in an entrepreneurial context.   The case can be best used in a senior-level or MBA course on entrepreneurship to focus on the problems entrepreneurs face as they move from founding the organization to managing it successfully. The specific objectives of the case are:





To understand the role of leadership in a small organization that is attempting to survive and succeed in a competitive environment.


To understand the individual and collective role of organization structure, management style, and reward system in a small organization.


To identify and resolve the dilemmas faced by the founder/entrepreneur as the organization grows in size and complexity.





Case Synopsis





Shapiro Packaging is a $1.2 million in revenues packaging broker based in Grand Rapids, Michigan.  The company has not been profitable since its inception in 1996.  Michael Shapiro, the founder/owner, believes that this is because his salesmen are not performing effectively.  The salesmen, on the other hand, are disgruntled because of Michael’s intolerance of different selling styles and his impatience in seeing results.  The company is faced with a threatening situation because K-Mart, their biggest customer, is moving toward buying packaging products using the Internet, thereby cutting out the middle man.  It has to fix its problems quickly so as to collectively focus on confronting this threat.


 




















---------------------


Contact person: Ram Subramanian, Associate Professor of Management, Seidman School of Business, Grand Valley State University, 401 West Fulton Street, Grand Rapids, MI 49504, phone: 616-336-7442, fax 616-336-7445, email subramar@gvsu.edu.


 

















MATTHIAS’ RESTAURANT AND PUB—2001





Paul R. Reed, Sam Houston State University


Anne H. Bennett, Sam Houston State University


Aubrey Wilson, Sam Houston State University








Case Objectives and Use








The purpose of this case is to expose the student to the highly competitive restaurant industry.  Matthias’ Restaurant and Pub—2001 is used as the vehicle to both educate and require the student to perform a strategic audit of the organization.  Problems to discover and solve are in such areas as marketing, finance, management, and HRM.





Based on field research, it is suitable for courses in strategic management, marketing, and entrepreneurship at both the undergraduate and graduate level.








Case Synopsis





Matthias’ Restaurant and Pub is a small, owner-operated restaurant located on the northwest side of Houston, Texas.  Matthias’ works to promote a “Cheers” atmosphere where guests can get to know each other while they dine.  The restaurant caters to the cigar smoking population, so there is no distinction between smoking and non-smoking seating areas.  During visits to Matthias’, guests can choose from over two hundred import and micro-brew beers, over one hundred types of liquor, and well over fifty menu items.  Guests come not only to eat and drink, but also to enjoy the sounds of live blues bands on Friday and Saturday nights, to compete in darts or billiards tournaments, and to cheer on their favorite sports teams.





Current social trends, such as increased dining out and the growing popularity of cigars, suggest that the time has arrived for the Matthias’ concept.  However, Matthias’ must compete in an industry that is increasingly dominated by large, national chains.  Large competitors can buy in bulk and have greater access to the capital markets.  Moreover, their size and name recognition allows them to adapt to competitors’ offerings more quickly that a small restaurant can.  Matthias’ wonders about his options in light of the current financial and environmental challenges.  Should Matthias’ continue to follow the present course, or would a new direction be more promising?


___________________


Contact Person:  Paul R. Reed, Department of Management and Marketing, Sam Houston State University, Huntsville, TX  77341-2056, Phone 936-294-1281/1256, FAX 936-294-4284, Email mgt_prr@shsu.edu.


�
By George, What’s Next?





 


Arlene Thurman, North Georgia College & State University


Tim Singleton, North Georgia College & State University











Case Objectives and Use





This case is written for use in small business and entrepreneurial courses.  It is also suitable for courses in strategic management.  The case provides a description of a special-events management firm and an overview of the hospitality industry.  It illustrates the activities involved in starting up a small business and follows the development of an entrepreneurial firm.  The impact of early retirement is examined and a framework is provided for analysts to learn more about entrepreneurial behavior.





Case Synopsis





George, an advertising and public relations executive with Schlumberger, has accepted an early retirement package at the age of 55.  The company, wanting to retain his expertise and experience in meeting planning, has negotiated a two-year consulting contract with George.  The contract contains a clause that allows cancellation at any time in the two-year period with 90-days written notice.   With the financial cushion provided by the contract, George has decided to open his own public relations and event management firm, PREMCOR.  PREMCOR has just completed its first year and business has been very good.  Not only has George fulfilled the conditions of the four meetings in the Schlumberger contract but he has also been able to contract six more meetings from the various strategic business units within the corporation.  





At the end of the first year of PREMCOR's operations, Schlumberger management has requested a meeting with George.  In the meeting, George has been told that Schlumberger is undergoing yet another reorganization and has been mandated to cut costs.   While PREMCOR's performance has been outstanding, Schlumberger is exercising its right to cancel with a 90-day written notice.  Leaving the meeting, George is very concerned about the future of his company.   








________________________________


Contact Person:  Arlene Thurman, North Georgia College & State University, Dahlonega, GA 30597.


Mail:  134 Newton Oakes Center, Dahlonega, GA 30597


Telephone (706) 864-1614; FAX (706) 864-1607; e-mail: athurman@ngcsu.edu


�
PLUGGING-IN TO ZAP





Armand Gilinsky, Jr., Sonoma State University*


Robert A. Ditizio, Sonoma State University (MBA Student)





Case Objectives and Use


Are electric vehicles (EVs) the wave of the future or just a fad? The “Plugging in to ZAP” case challenges students to consider the sustainability of EVs. It also allows students a chance to engage in a role playing exercise to forecast future demand for the ZAP Corporation, a manufacturer of short-range EVs, in light of rapidly changing external forces. 


The EV industry is of high current interest to students. Objectives are to: (1) expose students to strategic issues in developing a sustainable business; (2) engage students in a debate of the pros and cons of a skimming vs. market penetration pricing strategy; and (3) provide students with practice developing well-supported recommendations. 


Students should be encouraged to provide minimum, expected, and maximum values in their sales forecasts for ZAP, as well as the probable reactions by new entrants. Students should also consider the needed financial, marketing, human, and technological resources to support future sales. The case is suitable as a final examination and/or student presentation in the latter half of an undergraduate or graduate Entrepreneurship or Strategy course.





Case Synopsis


ZAP, an acronym for Zero Air Pollution, manufactures and distributes a product line that includes electric scooters, bicycles, and motorcycles for the consumer market. ZAP is headquartered in Sebastopol, California, about 55 miles north of San Francisco. ZAP is vying for leadership in what is predicted to become a multi-billion dollar global industry for EVs. ZAP is noted as the first company in history to conduct an initial public offering (IPO) over the Internet. 


Since the IPO, ZAP’s strategy has been to create a broad range of products via internal product development, acquisitions, and key alliances with domestic and foreign producers of short-range electric vehicles. After six years in business, Zap has not yet turned a profit. A recent resurgence of consumer demand for non-powered “kick” scooters has spurred demand for its Zappy electric scooter. Yet ZAP faces manufacturing capacity shortages, a backlog of unfilled orders, quality control problems, and increasing overhead costs. 


ZAP’s management team wishes to quantify future demand for its EVs using sales forecasting. External factors considered to have a significant impact on the sustainability of ZAP’s business include: new entrants into the EV industry, dramatic increases in prices of both gasoline and electric power, and changing legislative priorities governing the sale and use of EVs.


�
Along the Western (Comeback) Trail





Keith F. Ward, Boise State University








Case Objectives and Use





This case is designed for two audiences.  It may serve as the introductory case for an upper level course on growing existing business ventures – especially if the instructor wants to make the distinction between lifestyle businesses and businesses where the owner makes a conscious decision to grow.  The case can also serve as an opener for a discussion distribution channel strategies.


The case may also be utilized as an ongoing case in a basic ‘principles of entrepreneurship’ class.  While the expansion issue is salient, the case touches on a number of problems and issues that arise in acquiring and running a small business.  In this type of class, the instructor may desire to refer back to the case throughout the semester as he or she covers different topics.








Case Synopsis





	Fort Worth Hatters is a small manufacturer of western felt and straw hats.  John Ward, the owner, is faced with a two-pronged decision following a fire in his factory – should he rebuild, and if so, should he look to expand the business.  The case offers some insight into the interests of the owner by tracing the firm from its beginnings up to the night of the fire.  Detail is also provided about the hat manufacturing industry and how hats are made.   


Currently, the firm’s revenue is derived from three distribution channels – retailing at western events, mail order, and wholesale.  Each channel is discussed within the case and sufficient financial detail is given so students may examine the merits of each channel.  Ideally, the students should select a preferred channel, justify their decision, and then detail how to implement the decision.

















Contact Person:  Keith F. Ward, Boise State University


Mail:  College of Business and Economics, 1910 University Drive, Boise, ID 83725-1625


Voice:  (208) 426-1888, Fax:  (208) 426-1857, E-mail:  kward@boisestate.edu
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SWITCHBOARD, INC.





John H. Friar and Raymond Kinnunen, College of Business Admininstration,


Northeastern University





Case Objectives and Use





	The case based on field research is ideal for exposing students to the many issues of starting a company in a new market/new technology space.  The case describes a typical situation for high-tech entrepreneurs: Can a small startup company create a new market by investing large sums of money into advertising and promotion, or should the company spend conservatively to stay alive while it is waiting for the market to take off.  The company’s technology allows it to create many product features and to go after many customer segments.  The president must decide whether to keep a single focus or to allow the strategy to change and accrete.  The company is also trying to manage strategic partners, who have lost enthusiasm for the startup but still are the largest shareholders.  Switchboard, Inc. is a case appropriate for courses in entrepreneurship, especially those that focus on high-tech entrepreneurship.  The case may also be used in innovation and technology management courses as well as in the entrepreneurship and innovation management modules of strategic management/business policy courses.  Switchboard, Inc., will challenge students at any level: It has valuable lessons for undergraduates, graduates, or executive level students.





Case Synopsis





	The Switchboard, Inc. case is about an Internet startup that had created the first nationwide directory of white and yellow pages information on the Internet.  The company was a spinout from Banyan Systems.  Banyan originally invested in the new company and provided management assistance.  But the two companies have moved in different directions and so Switchboard is on its own.  Switchboard’s revenues have been growing rapidly, but so has its net losses.  The company went public in 2000 and saw its stock soar, only to see the stock then tumble by 90%.  The company has been continually adding new features and products to its Web site, has been lining up strategic partners, and has been changing its customer focus over the five years its Web site has been up and running.  The company has yet to find explosive growth even though it has survived the Internet shakeout.  The company must now decide whether it needs to invest to create growth, or whether it is still out in front of the market and should remain conservative.


John Friar, Executive Professor and Associate Academic Specialist, General Management Group, College of Business Administration, 212 Hayden Hall, Northeastern University, Boston, MA 617-373-4784. Jfrair@cba.neu.edu





�
RIVER BEND TRADING





Patricia Holman & Tom Hinthorne


Montana State University-Billings








Case Objectives and Use





River Bend Trading was a small retail business owned by two women who were equal partners. Perhaps the most unique feature of the case is the partners’ abilities to capitalize on their nurturing capabilities—a gender-specific core competency that men may find difficult to replicate.  The partnership worked well, which is somewhat unusual, and the partners recruited excellent employees—approximately ten women, most of whom worked part time.  The case is appropriate for an undergraduate marketing course, a small business course, or a strategy course.








Case Synopsis





River Bend Trading (http://www.riverbend@riverbendtrading.com) was located in Columbus, Montana (population 2,000) along Interstate 90 and the Yellowstone River in the foothills of the towering Beartooth Mountains.  It opened in June 2000.  At yearend, December 31, 2000, it reported a pre-tax six-months net income of $39,996 on sales of $241,197 and assets of $90,611.  Not surprisingly, however, sales were slow in the January-April period.  On April 30, 2001, the business reported a pre-tax four-months net income of $5,379 on sales of $84,272 and assets of $71,062.  Throughout the ten-month period, its net worth (i.e., total assets – total liabilities) had remained negative.  By April 30, 2001, its net worth had decreased to ($44,064).





River Bend Trading offered a mix of men and women’s clothing lines with a “classy, sporty” look, and it featured the Woolrich( brand.  Several of the clothing lines carried the River Bend Trading logo—often featuring a moose silhouette.  River Bend Trading also carried a large inventory of Montana Silversmiths( jewelry and some other jewelry lines and gift items.  As well, it was a retail outlet store for Montana Silversmiths(.





The prospects for 2001 were encouraging, but Lois and Mary had two concerns.  First, they had no formal agreement with Montana Silversmiths(, which accounted for about 45 percent of total sales.  Their retention of the product line depended on meeting the expectations of Montana Silversmiths’( CEO.  Thus, improving their bargaining power with Montana Silversmiths( was a key issue.  Second, over the next five to seven years they wanted to position the business for sale.  They enjoyed working in the store, but as one of the partners said, “We don’t want to do this forever!”








Contact Person: Tom Hinthorne, Montana State University-Billings, Billings, MT 59101-0298


Mail: College of Business, Montana State University-Billings, 1500 North 30th Street, Billings, MT 59101-0298


Voice (406)-657-2099; FAX (406)-657-2327; e-mail: thinthorne@msubillings.edu


EMANUEL ENGINEERING


William Naumes, University of New Hampshire


											


Case Objectives and Use


Emanuel Engineering is designed to demonstrate issues dealing with the transition of management in a family owned business.  The case deals with a twelve year old business, as of the time of the case, that has grown slowly, over that period.  The owner’s son has now entered the business, and all the individuals involved in the firm, are cautiously trying to determine where the business is heading.  They are also trying to figure out where they, as well as the family members, will fit into this evolving organization.  These include the stresses on the family, as well as non family members of a family owned business.  They also include the different objectives of the various members of the firm.





This case is designed to be used in a course in Small Business Management, Entrepreneurship, Organization Behavior, or Leadership.  It is a case examining a family owned business, where the owner’s son has joined the firm.  The case should be used to examine and discuss issues relating to small businesses in ownership transition, conflicts in focus and direction, as well as problems of multi generational management in a small business.





Case Summary





Emanuel Engineering was founded in 1989 in Stratham, N.H., near the Seacoast, by Fred Emanuel, after he left a large Engineering firm in Boston.  The firm grew slowly.  By late 2000, the firm employed one certified Professional engineer, three young, Engineers In Training (EIT’s), including Dave Emanuel, Fred’s son, one part time senior engineer, and one part time administrative assistant, in addition to Fred. A nephew of Fred also was one of the full time EIT’s.





Fred had clear objectives for himself and the firm.  These had not been well discussed with members of the firm, however.  Fred kept a tight control on all aspects of the operations of the firm.  The firm performed engineering consulting work in the areas of civil, and construction engineering, site design and layout, and environmental engineering. 





Dave was bringing in automated procedures for tracking, billing and accounting processes, within the firm. This would facilitate growth, but there was conflict concerning the direction, scope, and organization associated with that growth.





The firm had encountered a capacity barrier to any further growth, as the economy in the Seacoast area continued to expand.  Fred and Dave realized that a variety of issues needed to be resolved before commitments to new hires could go forward.


________________________________


Contact person: William Naumes, Whittemore School of Business and Economics, University of New Hampshire, Durham, NH 03824. (603) 862-2618 (O), (603) 862-3383 (FAX), � GOTOBUTTON BM_1_ bill.naumes@unh.edu� (EMail)


�
JUMAS.COM


Pedro Martinez, the World Wide Web and the Hispanic Digital Divide





Joseph R. Stasio, Jr., Merrimack College








Case Objectives and Use





The case is designed to achieve eight major teaching objectives:  





Introduce students to the challenges and pitfalls of an Internet start-up venture.





Introduce students to the common elements of a business plan and allow them to determine what information is needed to properly develop a plan.





Introduce students to the dot-com portion of the new economy and contrast that with companies representing the old economy.





Provide students the opportunity to grapple with the process of due diligence that is conducted by members of the financial community when determining whether to invest in a start-up company.





Allow students the chance to understand the process of entrepreneurship. How this process of business planning differs from that of established companies.





Challenge students to assume the role of the entrepreneur and decide what, if anything, they would do differently.





Introduce students to e-business concepts including: strategic IT planning, web management issues, outsourcing, Internet Service Providers (ISP) and Application Service Providers (ASP).





Issues confronting dot-com technical staffing and planning.








This case should be used in a Small Business Management course, an Entrepreneurship course, and an E-Commerce course.  It introduces students to the process of entrepreneurship, small business planning and management, and resource and technical elements of the dot-com world. It can be used in a number of ways; to illustrate examples of planning and decision-making, to allow students to assume the role of entrepreneur or manager, and make changes as deemed necessary. It can be used as a take home case or as an in class exam or exercise. 








Case Synopsis





In August 2000, Julio Pina, the President, CEO and founder of Jumas.com, faced a number of decisions. He needed to raise the necessary amount of money to keep his emerging company operating long enough to attract investors that were necessary to provide the capital needed to launch the company on a scale outlined in the business plan. As the case unfolds, the scope of the business is revealed with all its complexities. A product has been launched and together with the many resource needs, exposes many dimensions of the decisions confronting Mr. Pina.
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�
Big Sky Brewing Company





Jeffrey P, Shay, University of Montana�





Case Objectives and Use


     This case was written to provide students with insights into the difficulties that entrepreneurial firms face, even when the firm seems to have a high level of demand for its product.  Many entrepreneurial teams believe that they have strong market opportunities, the challenge is convincing others, especially financiers, that the opportunity is strong enough to warrant investment.  This challenge is often exacerbated by the fact that many entrepreneurs have not been exposed to the tools that might assist them in presenting their business opportunity to bankers, venture capitalists, and private investors.





Case Synopsis


     Big Sky Brewing Company (BSBC) produces and sells microbrews throughout the Northwestern United States region.  In March 2001, the company began selling its microbrews in bottles and has experienced great success, with over 120% sales growth over the past year. Due to this growth and the inflexibility associated with outsourcing bottling activities, BSBC is pursuing a vertical integration strategy to bring bottling activities in-house.  This strategy will provide opportunities to gain economies of scale, increase brewing flexibility, and ultimately result in higher margins. 


     Vertical integration into bottling will result in gross margins rising from 23% to 35% while profit margins will rise from 7% to 9%. The company will reach its breakeven point with the new bottling plant within the first year.  The project has a net present value of the project is $1.28 million and a 48% internal rate of return.


     This case describes the challenges associated with a rapidly growing entrepreneurial venture.  Big Sky Brewing Company (BSBC) has been informed by its investment banking firm, Montana Business Capital Corporation (MBCC), that its loan application to the United States Agriculture Department was not approved.  Tom Swenson, President of MBCC, tells two of the founders that they have three days to reanalyze the proposed expansion project and develop more convincing arguments regarding why the project makes strategic and financial sense.  These three individuals spend four hours discussing the industry and the project.  At the conclusion of the meeting, Swenson indicated that the revised application must address: 1) the potential shortcomings of the entrepreneurial team, 2) the strength of the market opportunity, and 3) evidence that this expansion is necessary at this time.  


___________________________


Contact person: Jeffrey P. Shay, University of Montana


Mail: School of Business Administration, University of Montana, Missoula, MT 59812


Voice: (406) 243-5880; FAX: (406) 243-2086


�
Papagenos.com:  Strategies for a Growing Concern
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Case Objectives and Use 





Papagenos.com:  Strategies for a Growing Concern presents challenges facing the entrepreneurs of a rapidly growing unique e-commerce agricultural niche garden market.  Amidst the excitement of this small e-commerce organization, the case poses situations for the student to analyze concerning the implications of a strategic partnership between entrepreneurs representing small and large e-commerce businesses where the small business is heavily reliant on the large business.  Also evident are issues arising when sophisticated computer technology is mixed with human resource management in an evolving e-commerce business.


The Instructor’s Manual was written for undergraduate and graduate students in strategic management and entrepreneurship.  The case particularly focuses on issues of strategic alliances, outsourcing, and human resources.





Case Synopsis





	Papa Geno’s Herb Farm in Roca, Nebraska is an unique agriculture niche gardening market in the world of e-commerce.  The live plants marketed include a product mix of herbs, scented geraniums, vegetable seedlings and herb-derived gifts.


	Gene Gage, President and CEO, and Sharon Rose, COO, of Papa Geno’s have led Papa Geno’s from a small retail business marketing products through catalogs and gardening magazines to the e-commerce gardening industry using e-mail and Papa Geno’s web site.  Soon to follow was Papa Geno’s strategic partnership with Garden.com, identified as the first Internet company to address American’s most popular hobby, gardening.


	Papa Geno’s rapid growth since 1998 resulted in projections for an increase in orders by at least 300 percent from 2000 – 2003.   After partnering with Garden.com, Papa Geno’s continued to market through Papa Geno’s web site and catalog, gardening magazines and retail sales but the majority of sales were with Garden.com.


	The organization of Papa Geno’s is reliant on an on-line order-fulfillment system based on sophisticated computer technology.  This system has expanded due to both the strategic partnership with Garden.com and Gene, Sharon and Papa Geno’s staff’s experience and knowledge with shipping specialty live plants.


	While Papa Geno’s has been on the cutting edge of e-commerce technology in the gardening industry, challenges and questions have been ever present.  Of primary concern is the shortage of staff with combined education and experience in both horticulture and management. 	Another area causing questions and concerns has been the pronounced reliance on Garden.com.  This situation has occurred while letting sales from the Papa Geno’s web site and catalogs and gardening magazines assume a secondary role in the business.  


�����������������������������									


Contact Person: Terrence C. Sebora, Ph.D., Nebraska Center for Entrepreneurship, Department of Management, College of Business Administration, University of Nebraska,


Lincoln, NE 68588-0497 


Voice: (402)472-3553:  FAX (402)472-5855; e-mail: tsebora1@unl.edu


�
FAIRWAY BARBERSHOP





Leslie A. Toombs, The University of Texas at Tyler


Laney Smith, Sam Houston State University


Stan Foley, Sam Houston State University


Paul Reed, Sam Houston State University











Case Objectives and Use





This case demonstrates the challenges associated with starting and operating a small business.  The student is encouraged to perform an analysis of the organization and make recommendations regarding its future direction.  A variety of issues are presented which must be addressed as the student evaluates the best strategy to follow for positioning for greatest competitive advantage.





The case is appropriate for use in both undergraduate small business/entrepreneurship and undergraduate strategy/policy courses.  The instructor’s manual was written with a strategic audit focus.  








Case Synopsis





 Fairway BarberShop opened in its current location in Huntsville, Texas in October 1999.  Mr. Pete Townsend is sole-proprietor of the business with a staff of 5 full and part-time barbers and stylists.  Fairway has enjoyed a moderate success during the first 15 months of operation.  Most of this success can be linked to Mr. Townsend’s 10 years of prior barbering experience in Huntsville, a prime location in Huntsville and providing a good service at a competitive price.





The lack of a financial management plan hinders Fairway with their month-to-month analysis of business growth.  The business is mainly capitalizing on its prime location in Huntsville that gives it a tremendous product advantage.  Mr. Townsend is aware that the location dynamics are changing which may threaten his lease.  Also, other location opportunities are on the horizon.
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